Customer Perception about “Crowdsourcing” within the Suburbs of Mumbai  by Nadange, Rashmi Sandeep
 Procedia Economics and Finance  11 ( 2014 )  268 – 275 
2212-5671 © 2014 Elsevier B.V. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/3.0/).
Selection and/or peer-review under responsibility of Symbiosis Institute of Management Studies.
doi: 10.1016/S2212-5671(14)00195-6 
ScienceDirect
Symbiosis Institute of Management Studies Annual Research Conference (SIMSARC13) 
Customer perception about “Crowdsourcing” within the suburbs of 
Mumbai 
Rashmi Sandeep Nadangea * 
aDr. VN Bedekar Institute of Management Studies, Thane (West) 
Abstract 
A lot of money is invested in the development of a new product, however when a customer is standing in the retail outlet and has 
numerous option to buy from, Why does he choose one product over another has always been a key question. Marketers here face 
a challenge to connect to customers and convince them to try their product. Having an innovative product here becomes 
necessary for companies to stay profitable, yet the failure rate of new brands remain high and one of the reasons being not 
understanding consumer needs1.   Companies spend a lot of money on developing a new product, with the changing times 
marketers are involving customers in the new product development process. This concept is recognized as “Crowdsourcing” in 
marketing which refers to the process of outsourcing activities by a firm to an online community in the form of an ‘open call’. 
The objective of this paper is to find out customer perceptions about Crowdsourcing practices in Mumbai. This paper highlights 
the importance’s of Crowdsourcing and the motivations that trigger customer participation in the same. The respondents were 
surveyed on the basis of convenience sampling from the suburbs of   Mumbai. The literature was viewed for understanding the 
importance’s of the concept and the role that customers play in product innovativeness. 
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1. Introduction 
“Tell me, I forget;Show me, I remember;Involve me, I understand”— Ancient Eastern Proverb  
Today technology has provided consumers with access to unlimited information that can be shared with consumers 
all across the world that can influence his perception and buying pattern towards a particular brand. As an outcome 
of this empowerment companies do a lot of research for while coming up for a new product idea and later brain 
storm on its feasibility. Companies traditionally asked ideas for new products to their existing customers, partners 
and marketing research agencies, however they yet have limited insights on the accuracy of product that the 
potential customer is looking out for and various studies on buying behavior,  Neuro marketing has been viewed as a 
recent development to understand the consumer buy-o-logy. Companies spend a lot of time and money on 
promotion of products and simultaneously consumers face a lot of options when they shop and pick u one product 
over hundreds of the same kind. FMCG products by characteristics are not product which are planned much in 
advance as compared to durables and have a lot of impulse buying that questions what is that the consumer looks in 
the seconds that he is at the aisle looking for the options is it the packaging, Is he influenced by celebrity 
endorsements or the promotion that is running in the store. What connects the customer to the product is and always 
will be researchable topic. 
 
Tight marketing budgets are one of the reasons that marketers are constantly looking out of smarter and cost 
effective ways to promote products, However the advent of social media have exposed marketers to a medium 
which is cost effective compared to traditional medium of marketing and has good amount of reach. Through  social 
media and crowdsourcing practices. The term “Crowdsourcing” originated from the online article, ‘The rise of 
crowdsourcing’, written by Jeff Howe which was published in 2006 in the online magazine “Wired”. In is reporting 
he discovered that companies outsource serious tasks to individuals and groups online. Later he and his colleague 
Mark Robinson coined a word to describe this occurrence and the word they invented, Crowdsourcing, defined as 
the tapping of the online crowd. Even though the term crowdsourcing has existed since 2006 it has been argued that 
the concept itself is not new and was invented as early as 1714, when the British Government offered anyone a 
£20.000 prize for finding a solution to the ‘Longitude Problem’2.   
† 
 
 
 
 
 
1 http://hbr.org/2011/04/why-most-product-launches-fail   
 
2 Lisa Wijnberg , Jennifer Joan Williams Lund University School of Economics and Management (2011-2012) 
“Consumer participation in FMCG crowdsourcing contests”   
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Technology has empowered customers to play a great role in exchanging ideas and their opinion with companies. 
Understanding customer’s needs are often difficult because these needs are complex in nature and change 
constantly. Companies invest a lot of money to make consumers share their experiences and co-create a product.  
 
According to Tapscott the differential factor between crowdsourcing and wikinomics is the reward system though 
may not always be necessary3.  
 
In 2006 Time Magazine acknowledged the consumers and choose “YOU” as person of the year and recognized 
millions of people who share their opinions with hundreds of customers online about different products on social 
media sites like Twitter , Face book etc.  
 
According to Paul Dombowsky Crowdsourcing is one of those concepts that have two definitions. First it is an 
engagement method whereby organizations seek input from the crowd or community, mostly through social media. 
These communities can be open or closed, homogenous or diverse. Participants are invited to contribute ideas, 
solutions, or support in an open process where the elements of creativity, competition and campaigning are 
reinforced through social media to come up with more powerful ideas or solutions than could be obtained through 
other means4.  
 
For this study crowdsourcing is defined the same as the act by which a company invites consumers to give their 
ideas and suggestion via open call in return are given incentives for their efforts which were once performed by 
employees. 
 
According to Kimmy Wa Chan customer participation could result to loss of power from the employee’s side to the 
customers thereby increasing stress and lowering morale of employees5.  
 
‡ 
 
 
3 http://en.wikipedia.org/wiki/Wikinomics:_How_Mass_Collaboration_Changes_Everything  
 
4 http://dailycrowdsource.com/crowdsourcing-research/whitepapers/finish/2-whitepapers/56-crowdsourcing-and-
risk )  
 
5 Kimmy Wa Chan, Chi Kin (Bennett) Yim, & Simon S.K. Lam, Journal of Marketing, Vol. 74 (May 2010), 48–64  
  
6 Johann F üller, University of Innsbruck, 639 Advances in Consumer Research Volume 33, © 2006 “Why 
Consumers Engage in Virtual New Product Developments Initiated by Producers”  
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Crowdsourcing takes place in different industries right from Automobiles to FMCG. Crowdsourcing not always has 
financial incentives for the customer but also offers non financial incentives like recognition on the package of the 
product. 
 
Customer participation is not a new concept in service industry because of its mere characteristics of inseparability 
and simultaneous production and consumption. Literature supports that as customer participation increase customers 
are more motivated to co-create (Zeithaml and Bitner 2003). 
  
According to social exchange theory, the reason why consumers virtually interact with producers and engage in 
virtual new product development is because they expect that doing so will be rewarding (Emerson 1981). An 
interaction is considered as being rewarding if the subjective derived benefit is greater than the experienced effort6.  
 
In a research by Eric Fang he states that customer participation in new product development can positively effects 
information sharing between customer and supplier relationship.  
 
Brabham (2010) conducted online interviews with participating consumers of the crowdsourcing company, 
Threadless.com, in which consumers can send in design ideas for t-shirts. He found four primary motives for 
participation: the opportunity to make money, the opportunity to develop creative skills, the potential to engage in 
freelance work, and for the love of the community7.  
 
Technology and the invent of the internet has resulted in changing the customers being passive to now being active 
and engaging (Hanna, Rohm and Crittenden, 2011), leading to a transfer of power from the business to the consumer 
(Rowley, 2004: Pires, Stanton and Rita, 2006; Wind, 2008).  
 
On the optimistic side the crowd is viewed as intelligent to give suggestions and in return is offered great rewards. 
Customers especially with FMCG Products are on a constant change and catering to this is a challenge that today’s 
marketers are constantly battling with and are on a look for ideas that works with the massive audience.  
 
 
 
Companies not only seek customer’s opinion for promotion ideas but during the nascent stage of product 
development. Brands like Nissan asks fans to contribute ideas for the kind of technology that should be incorporated 
                                                                                                                                                                                  
 
7 Wayne D. Hoyer, Rajesh Chandy, Matilda Dorotic, Manfred Krafft, and Siddharth S. Singh, Consumer Cocreation 
in New Product Development, Journal of Service Research, Pg 288  
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into the car8.   Research in this area has looked at this concept from two angles first from the marketer’s angle and 
second from the customer’s angle. Many marketers treat Crowdsourcing as a marketing tactic to gain attention and a 
high recall value by customer’9.  
 
Crowdsourcing is of two types one is needs-based information which is revealed by a certain type of market 
research which acts as a starting point for either and improvement in the existing product or a new product in itself. 
The second one being solution based information where customers are not only told to share their problem but also 
the potential solution for the same.  Marion K. Poetz argues whether customers can really compete with 
professionals on generating ideas and the study concludes that the ideas generated by professionals rank low on 
novelty compared to those generated by customers. Professionally developed ideas are also as per easy to realize 
however feasibility is not a bottleneck for ideas.10  
2. Positives of Crowdsourcing 
 Customer engagement: Crowdsourcing acts as a good tool for engaging customers in the NPD process 
resulting into a database for future customers. Consumers with the advent of social media talk about how 
brands can improve. Engaging customer’s also increasing customer lifetime value.  
 Customer Loyalty: Constant engaging customers with ideas or seeking solutions can result in Customers 
loyalty. Customer’s relationship can improve when a customer is actively engaged in the design, delivery. 
For products with are unplanned crowdsourcing can be an effective tool to influence purchase decision.  
 Compliment current Marketing practices: Crowdsourcing contests at times result in being a viral and 
employment the current advertising messages resulting in awareness of the brand.  
 Increase productivity: As customers become a part of the production process, interact with employees 
towards working out a feasible solution to a problem identified either by the company or mutually. This can 
also increase the perceived value of the product as it brings along a level of attachment and loyalty.  
 Customer relations: Two way interaction results in the customer perceives that the company invest in 
listening to the customers and their problems resulting in to a better relationships with the customer.  
§ 
 
 
8 http://econsultancy.com/in/blog/62504-eight-brands-that-crowdsourced-marketing-and-product-ideas  
 
9http://sixestate.com/crowdsourced-marketing-the-ultimate-consumer-participation.   
 
10 Marion K. Poetz and Martin Schreier, Product Development & Management Association, J PROD INNOV 
MANAG 2012;29(2):245–256, © 2012   
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3. Negatives of Crowdsourcing:  
 Uncertainty: Ideas generated by customer participation not always may sustain for a long period. These 
may affect the duration and objective of the action.  
 Feasibility: Ideas that are generated by customers may not always be feasible as there are not aware from 
the operations perspective and other parameters especially in relation to finances.  
 Employee Morale: Literature proves that crowdsourcing results in lower employee morale as customer’s 
are perceived as a potential source for generating latest out of the box ideas.  
 Time consuming: Products like FMCG characterized by impulse decision and have a huge customer base 
ranging from different segments, participation of all the customers would be an ideal situation and also a 
challenging one.  
 Expensive: Crowdsourcing is used as a tool for customer engagement but at the same time it can be an 
expensive affair. Companies also at times have prize money of $1 Million.  
4. Industry examples of Crowdsourcing 
a) Kansai Nerolac recently invited people to create their own version of its iconic jingle-'jab ghar ki raunak 
badhani ho'. The objective of this was to engage and involve consumers, thereby further strengthening their 
affinity with the brand( Economic times, Nov 6th 2012).  
b) Kurkure- India’s popular namkeen brand from PepsiCo announced “Design & Win” initiative on 28th May, 
2012 a unique interactive challenge. Where consumers get a chance to design the eagerly awaited Kurkure 
festival gift boxes by participating in the ‘Design &Win” contest aiming to boost consumer engagement 
and brand relevance11.  
c) Frito-Lay a the division of PepsiCo announced a contest named "Do Us A Flavor" which began on July 20, 
2012 and with the help of chef Michael Symon and actress Eva Longoria, Its aim was to allow consumers 
decide what the next potato chip flavor will be for the brand. This campaign first encouraged fans to submit 
ideas for new potato chips flavors and it received about 3.8 million submissions and the winner will win a 
prize of $1 million, or one percent of the chip's 2013 sales -- whichever is more while the runners-up will 
win $50,000.  
d) Automobile manufacturer BMW between September 25th and October16 th had told Indian consumer to 
share their ideas that would enhance the urban driving experience and consumers had a chance to win 
30,000 and meet the R&D head of BMW.  
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5. Research Methodology 
Primary study was conducted to find customer perception about Crowdsourcing. A convenience sampling technique 
was used for 50 samples of 18 + from the suburbs of Mumbai within the date range of 22nd April to 28th April 
2013. The questionnaire comprised of four questions to study the awareness of the brands that were using 
Crowdsourcing, Perception and factors that trigger customer’s participation and their subject of interest that they 
would participate.  
6. Findings 
In the first question the respondents were told about different brands that have so far conducted the contests, with an 
objective to find out the respondents awareness about these campaigns. Respondents on an average were aware of 
either one from the options which justified their awareness about crowdsourcing. 
 
Customer’s perception about crowdsourcing was analyzed and it was found that on an average respondents think 
Crowdsourcing is an idea generation tool and also a promotional tool to increase sales for that period of time. 
Companies mostly attach Crowdsourcing contests to the actual product resulting in customers buying the product to 
take part in the contest.  
 
As per the analysis when respondents were asked about what motivates them to participate these contests. The 
respondents on an average chose Rewards over their loyalty for the brand, influence from friends, recognition the 
contest gave and the need to share their opinion with others. This justifies the fact that brands like Frito Lays gave 
away $1 million do the person whose flavor for the potato chips was voted the most.12  
 
In the last question where respondents had to rate the reasons for their participation (the options given to the 
respondents were contests in regards to advertising , packaging design and , However the respondents on an average 
chose advertising justifying that customers today may have preferred liking for creative and media related contests.  
 
 
 
11http://www.afaqs.com/news/company_briefs/?id=54206_Now+consumers+get+a+chance+to+design+Kurkure+fe
stival+gift+boxes  
 
12 http://abcnews.go.com/blogs/business/2013/02/potato-chip-flavor-creators-vie-for-1-million-grand-prize-from-
lays/   
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7. Limitation of the study 
This paper studies consumer perception about Crowdsourcing. This paper does not capture the Industry perspective 
from professionals involved in the planning of theses contests. Also, the paper does not explore the cause and effect 
relations between Crowdsourcing and Customer perceptions.  
†† 
8. Future Research 
“Crowdsourcing” as a marketing tool is a field of study which is in nascent stage compared to traditional marketing. 
Hence, there is scope to carry out further research in order to develop a greater understanding about the subject. 
Future research may focus on the implication of this concept and its implication on the purchase decision, the ethical 
and legal aspects of crowdsourcing as well as cause and effect relationship between crowdsourcing and customer 
perceptions. 
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